ABSTRACT
INTRODUCTION
The free flow of information is very important for the public. First the newspaper, then the radio came, which were followed by television, and now the Inter-net has became the major source of information (Thorson 2008) . It has been long ago, print and broadcast media questioned the future of news industries; the New York Times, for example, asked whether or not a print version will exist in ten years' time (Ahlers 2006) . "The tremendous growth of the Internet has attracted the attention of many scholars. They worry about the demise of traditional mass media news under the threat of the Internet" (Ha and Fang 2012: 177) .
"For the media to inform people, a prerequisite is that people pay attention to the news. Hence, the question of who the consumers of news has always been of interest to media scholars" (Shehata and Strömback 2011: 110) . Callejo (2013) for example, examined the media consumption of young adults and adolescents in Spain and found that television viewing was the dominant form of media consumption. Shehata and Strömback's (2011) research results displayed that news consumption is positively related with education, age, socioeconomic status, political interest, knowledge, and involvement; the current study extends Shehata and Strömback's research from the fact that it is also related to gender. Peng and Zhu (2010) compared individuals' Internet and traditional media use in their studies and they found that Internet users' time spent with traditional media is less compared to nonusers, while both groups' social activities remain as the same.
Because of a need to understand the nature of the Internet better in the context of all available media according to news and information gathering, this study focused on youngsters' media preference. So, the aim of this study is to fill this gap by comparing five leading mass media in addition to family and friends. In order to accomplish this aim, media comparison questions of this study were employed from Parker and Plank's (2000) article entitled as A Uses and Gratifications Perspective on the Internet As a New Information Source. Parker and Plank asked a student sample to indicate their sources of consumer and community information on a check list. In the study, students were queried to indicate their sources of news and information by using a 5-point Likert scale, ranging from "Strongly Disagree" to "Strongly Agree" for using certain types of media in their daily lives. They were asked to evaluate certain types of media (e.g, family & friends, television, Internet) for different news purposes (e.g., news, weather, finance, health) and their levels for those reasons to use them.
Parker and Plank compared 7 sources of information (print, television, family/others, radio, online service, agency/organization, and phone) for 8 different reasons (news/weather, politics, health, entertainment, shopping, campus information, job information, and consumer information) in their studies. This study extends Parker and Plank's study and six sources of information (five leading media and family & friends) for fourteen different news purposes (e.g., news, health, weather, shopping information) were compared to learn participants' media preferences.
CONCEPTUAL RATIONALE AND HYPOTHESES

THE THEORY OF USES AND GRATIFICATIONS (U&G)
Oxford dictionary defines gratification as "pleasure, especially when gained from the satisfaction of a desire" ("Gratification", n.d.). Gaining gratification depends on what kind of activities a person prefers. It ranges from watching television, surfing on the Net, reading book to conversations with family members (Katz et al. 1973) .
With the establishment of the U&G theory, the consideration of audiences shifted from passive audiences to active audiences. According to the U&G theory, people are not passive readers, listerners, or viewers; but, they do chooce certain media, its channel, content, or section in order to satisfy their needs (Lee and Ma 2012; Wang et al. 2012) . The main questions asked in the U&G theory are "What people do with the media?, Why do they use certain media instead of others? Why do they view certain TV channels/contents?, Why do they read certain sections of the magazines/newspapers? What gratifications do they gain by exposing themselves to certain media content?" (Wang et al. 2012 ).
Internet as a new technology has offered the U&G researchers a new medium to investigate. Soon after its entrance into peoples' lives, the questions that have been asked for old media, started to be asked for Internet too: Why do people use Internet?, What do people do with it? and What gratifications do they obtain from it? (Kaye and Johnson 2004) .
For the investigation of media choices, the U&G has been the most popular and therefore frequently applied theory (Yuan 2011) . But, until 1980s, media studies were limited and "most gratifications research has focused on specific media content or on the more general uses of a specific medium" (Elliot and Quattlebaum 1979: 61) . Therefore, in the previous U&G studies in which several media (e.g., book, friends, magazines, and movies) compared to each other are rare (e.g., Elliot and Quattlebaum 1979) . Based on the U&G theory, Internet as a new comer, offers its users many gratifications that are not supplied by the other media. One of these gratifications that is supplied by connecting to the Internet is 'news and information gathering'. Dimmick, Chen, and Li, (2004) examined daily news domain a decade ago and found that Internet has a competitive advantage and displacement effect for traditional media and in their study it largely displaced television and newspapers. Especially young adults (who are the sample of this study) may give emphasis to use both digital media (Internet) and broadcast media (TV) to get daily news and information more than other types of media. Based on this reasoning the following hypothesis was proposed:
H1: Young adults use digital and broadcast media for collecting news and information more than other types of media.
People who tend to use television and Internet when compared to the general population, are also the heavy users of mobile media and social media (ChanOlmsted et al. 2012) . Similarly, people who are the early adopters and users of Internet may use Internet and television (digital and broadcast media) for news and information gathering more than other individuals. Based on this expectation, the second hypothesis was formulated as below:
H2: Young adults who have more experience of using the Internet use digital & broadcast media to collect news and information more than other individuals.
DIGITAL DIVIDE AND KNOWLEDGE GAP
Wei and Hindman (2011) write about digital divide in their article and recommend a new definition for it: digital divide is inequalities in the use of communication and information technologies. In other words, digital divide is based on a difference between technological haves and have-nots. Inequities in the access to and use of digital technologies were focused and researched in the previous studies; however, with the widespread use of the Internet and its popularity for information and news gathering, some digital divide researchers have started to reconsider the notion of the digital divide and their focus shifted from material access to actual use (e.g., use of smartphones) (as cited in Wei and Hindman 2011).
Mobile news adoption is spread especially among young adults due to the perception of its relative advantage and ease of use (Chan-Olmsted et al. 2012 ). Yet, there are few studies that compared new and old media use in terms of digital divide and knowledge gain (e.g., gathering daily news and information on different subject categories). One of those few studies comparing new and old media is based on the comparison of MP3 players to traditional radio for music listening habits. Because new technologies are the greatest threat to traditional use of radio, uses and gratifications of MP3 players of undergraduate students ages between 18-24 were examined. In their studies, the majority of participants preferred MP3 players over traditional radio as a listening source and traditional use of radio is particularly preferred while driving cars as a source of news and information (Albarran et al. 2006) .
Although, it is a debate among scholars, it is common sense that there is a usage and knowledge gap between people who use digital technologies for information and news gathering and those who do not. These do-not ones belong to the group using technology largely for entertainment. So, using the Internet as a toy or as a tool makes a big difference on the the user's way of living (Wei and Hindman 2011). The same communication tool (e.g., smartphones) may be perceived by males and females in different ways and used for different purposes (e.g., collecting different types of news). Finding gender nuances for media usage, information consumption, and technology use helps organizations to create suitable communications environments (Gefen and Straub 1997) . Similarly, find-ing the popularity of news subjects conveyed by the media helps the purpose of the media organizations for cooperating with the right advertisers on finding the right commercial context. For the exception of radio in Hypotehsis 4, see Albarran et al (2006) for the reasoning.
H3: There is a significant difference between young females and males about using their smartphones for Internet connection.
H4: There is a significant difference between young females and males for media consumption (except radio) to get daily information and news.
H5: There is a significant difference between young females and males to get information and news from different subject categories.
METHODOLOGY Instrumentation
Closed-ended questions were used to gather demographic information. Media comparison questions consisted of a 5-point Likert scale questions "Strongly Disagree" to "Strongly Agree" and asked participants to indicate their agreement levels of using certain media in their daily lives to access information and news about many subjects. If the participants didn't use the specific medium in their daily activities, they were asked to indicate "0" for that medium.
Population, Sample and Contact method
Cluster sampling was employed to draw the sample from the population. The survey was conducted in 13 different UFND course classes at a private university in Western Turkey. UFND (Univeristy Foundation) Courses are compulsory courses that every single student has to take in order to graduate from the University. From the pool of 57 UFND classes, 13 UFND classes were randomly picked and visited one by one. During 3 weeks' time, 184 questionnaires were collected. The final sample size of this research is 166, as 18 questionnaires were not in usable format.
Dependent and Independent Variables
Independent variables: Using five leading media and family & friends for fourteen different reasons to get information and news.
Dependent variables: The year of using the Internet, the frequency of using the Internet, and the hours of using the Internet.
APPLIED STATISTICS
Frequencies, one-way ANOVA, and factor analysis were used for interpreting the results of study-1. The findings were significant at p≤ 0.05 level. For data analysis, SPSS statistical package was employed.
Validity
The validity of six types of media were assessed by maximum likelihood in factor analysis and four factors (radio, family & friends, television & Internet, magazine, and newspaper) were valid.
Reliability
Cronbach alpha of this study can be seen on the Table 1 . 
RESULTS
Descriptive Results
Demographic Background
More than half of the respondents were between 18 to 21 years old (57.8%). Females (59%) were more than males (41%). Since the probability sampling was used, the students were representing all the departments (seven faculties and one vocational high school) of Yasar University. The participation was higher from the Faculty of Economics and Administartive Science (22.3%) and less from the Faculty of Architecture (6%) and Faculty of Art and Design (6%). Freshmen were almost half of the respondents (48.8%). Note: N=166
Internet Background
The majority of the participants were using the Internet for more than 6 years (83.7%). Daily Internet users were 91.6%. The majority (35.6%) spent between 1 to 5 hours a day and almost a quarter of them (23.6%) use it more than 5 hours a day. More than three quarters (83.7%) use Internet at home and almost three quarters (71.7%) connect to the Internet by using their laptops or computers. Note: N=166
FACTOR ANALYSIS RESULTS
Maximum likelihood was conducted and instead of 6 types of media, 4 types of media was found. TV and Internet merged together which showed that the participants percieved them together as 'digital and broadcast media'. In addition to this, participants merged newspapers and magazines which also showed that they percieved them together as the 'written media'. Therefore, in this study, the terminology of 'written media' will be used instead of newspapers and magazines; and 'digital & broadcast media' will be used to refer television and Internet. Radio had factor loadings of forteen items, family & friends had thirteen, digital & broadcast media had twenty, and finally the written media had twenty three items for factor loading which can be seen in Table 4 . Bold indicates a significant factor loading identifying the item and factor associated with it. All items shared a common prompt: "Indicate how much you agree with each option by marking the appropriate response, If you use the medium for the specified purpose" and were measured with a 5-point Likert-scale ranging from 'Strongly Disagree' to 'Strongly Agree'. If you don't use the medium for the specified purpose, please mark 0".
RESULTS FOR HYPOTHESES
H1 proposes that young adults use digital and broadcast media for collecting news and information more than other types of media. ANOVA results revealed that digital and broadcast media (M=3.56, SD=.97) was found to be the most used medium to get daily news and information than radio (M=1.09, SD=1.08), family & friends (M=2.86, SD=1.19), and newspapers & magazines (M=2.27, SD=1.05); confirming the first hypothesis.
H2 states that young adults who have more experience of using the Internet use digital & broadcast media to collect news and information more than other individuals. ANOVA result was significant between experience of using digital and broadcast media and Internet usage for gathering information and news F (3, 158)=4.349, p=.006. It was not significant for radio F (3, 160)=.642, p=.589, family and friends F (3, 154)=1.157, p=.328, and newspapers and magazines F (3, 158)=1.125, p=.341. The participants who had more experience using the Internet (for 6+ years of Internet experience: M=3.61; SD=.96) used digital and broadcast media to gather news and information more than other participants (for 4-5 years of Internet experience M=3.46; SD=.78). H2 was confirmed. H3 proposes that there is a significant difference between young females and males about using their smartphones for Internet connection. For connecting to the Internet, smartphone usage was significant with gender F(1, 164)=4.76, p=.031. Females (55.4%) more than males (44.6%) used Internet on their smartphones, confirming the third hypothesis. H4 proposes that there is a significant difference between young females and males for media consumption (except radio) to get daily information and news. ANOVA results were significant between gender and getting information from family & friends, TV & Internet, and newspapers & magazines (see Table 5 for significance); and as it was expected, it was not significant for radio (see Albarran et al, 2006 
CONCLUSIONS, DISCUSSIONS AND RECOMMENDATIONS
For the technological haves and have-nots, the investigation of digital divide is one of the subjects of this study and an inequality was found between male and female consumers. As, Wei and Hindman (2011) suggest that examining users' actual use is important; therefore, in the current study, actual new and old media use were compared to each other and gender difference was foud. It is seen that although, youngsters in general connect to the Internet on their PCs more than smartphones, when males and females compared within smartphone usage, females tended to connect to the Internet via smartphones more than males which is a prominent result of this study. The Web sites of both Turkish and global enterprizes that sell to young females at certain ages should be more compatible with smartphones. Many companies have realized this and created mobile versions of their Web sites, however, in addition to the mobile versions of these Web sites, the creation of the full version of their sites, which respond better to the needs of the younger females, will make a change and put the company ahead of the rest in this competition. The result supports Gefen and Straub's (1997) suggestion on the creation of such communication environments which is not limited with the deployment of communication media, but also includes organizational training on communication media.
Use and knowledge gap between people who use digital technologies for information and news gathering and those who use it for mainly entertainment purposes is another discussed area in digital divide literature. Slight age difference of the participants was found to be curical whether or not they get news and in-formation about entertainment. 18-21 years old participants tended to get more information and news about entertainment from both new and old media when they were compared to their peers whose ages were 22+ years old. This finding supports what is written on digital technology and using the Internet as a toy or as a tool (Wei & Hindman, 2011) . For younger generations, the use of new media (in addition to old media) may be as if they play with a toy (e.g., playing atari in a game center); while for older generations its use means more than that. Older individuals' primary use of new media may be based on personal development (e.g., finding information on Net), while corporations' main usage is strategic communication with its target public.
In the context of the new media, U&G theory was included to explore the media habits of university students. Parker and Plank's (2000) study revealed the rise of the Internet for source of information, while showing still the reliance on print media. In this study, however, students were seemed to abandon traditional media (except TV) for the sake of digitalization. The participants may be using television and computer simultaneously or watching TV programs on their PCs and smarphones, and therefore as a result of factor analysis, Internet and television fell into one category which is called as 'digital and broadcast media'. It is mentioned by Dimmick, Chen, and Li, (2004) , in light of the U&G, digital media (with broadcast media for this study) develop, compete, and are successful to provide utility or gratification to consumers, especially for young consumers. The results confirm Dimmick, Chen, and Li's results (with the exception that Internet replaces television) in a way that Internet has a competitive advantage over old media namely radio, newspaper, and magazines for news and information gathering.
Diverse area of news subjects which would be of interest to both males and females were included in this study; however, females more than males tended to consume media and more news content of media. This result should be taken into consideration by advertisers while placing their advertisements. The result of this study is the extension of Shehata and Strömback's (2011) research with regard to gender; while their study results showed that media consumption was highly correlated with other variables including age, education, political interest, and involvement.
The main limitation of the current study is that although Internet usage (e.g., year, duration, frequency) of participants was asked by using close-ended questions, it is lacking in asking the usage of other types of media (e.g., television, newspapers and so on).
